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An AICPA publication for the local firm
CAREERS IN A CHANGING PROFESSION
Last year at this time, I was honored to have been 
chosen Beta Alpha Psi Accountant of the Year and to 
be asked to give the keynote address at the induction 
dinner at St. John's University, New York City. (Since 
then, we have experienced major changes in the 
public accounting profession that have forced firms 
into mergers, downsizing, and even bankruptcy.) In 
my speech, I mentioned that many of the students 
attending would begin their careers in public 
accounting. Some would stay in the profession. For 
others, it would be a stepping-stone to careers in 
industry. While a solid foundation in accounting 
would serve them well no matter what career route 
they chose, I pointed out that accounting was just 
one aspect of the total business dimension. I urged 
the students to set their sights on a much broader 
horizon.
I explained that as their careers unfolded, they 
would need to recall and rely on subjects such as 
marketing, psychology, and English. In time, they 
would begin to realize that there are three impor­
tant influences on business success. These influ­
ences are people, leadership, and change. Of the 
three, change is the only constant. People attempt to 
deal with change. Leaders create and master 
change. They are the people who make things hap­
pen. I told the students that as their careers pro­
gressed, they should strive to put themselves in the 
leadership category. They should become the people 
who make things happen.
I briefly explained what leadership entails, why 
few people are born leaders, and how leadership 
characteristics can be developed. Effective leaders 
can create a vision of what they want to achieve and 
can articulate this vision in a way that others can 
readily accept. They are ethical in thought and 
action; they are open and honest, informal and 
accessible. In addition, effective leaders are consis­
tent and see the world as it is, rather than as they 
wish it were. Importantly, people need and want 
leaders.
Much of my address focused on practicing 
accounting in a changing environment. I mentioned 
that we all knew of major businesses that had failed 
to recognize that their traditional markets were 
declining, that competition was increasing, and that 
their customers were becoming more demanding. 
Many of these businesses simply failed to take 
advantage of the opportunities change often offers. I 
wanted these students to know that changes in the 
accounting profession offered them a variety of 
career opportunities. They also offer CPA firms 
some talking points when recruiting.
We must move away from thinking that good, 
student candidates want to work only at the largest 
CPA firms. Most of these students are interested in 
long and potentially rewarding careers. Clearly, 
such careers can be found at small and medium-size 
firms as well as at the largest ones.
Because the years ahead will bring continued 
change in the work environment, partners and man­
agers will have to pay considerable attention to the 
business aspects of operating an accounting prac­
tice. All practitioners must engage in cash flow 
management. With the competitive pressure on 
fees, firms can ill afford to have collections extended 
for any prolonged period.
Gone are the days when good, profitable business 
just walked in the door. With increasing competi­
tion, more effort will have to be expended selling
What’s Inside...
□ Dates set for AICPA small firm conference, p.2.
□ Case studies on the essence of marketing, p.3.
□ AICPA client newsletters continue wide distribution, 
p.4.
□ How to write successful audit proposals, p.5.
□ PCPS conference reminder, p.5.
□ CPA examination graders needed, p.6. 
2
services. Joining a luncheon club, playing golf with 
referral sources, participating in cultural and com­
munity affairs, and similar practice development 
activities are no longer sufficient. CPA firms now 
need formal, focused marketing strategies. They 
need to use trained marketing and public relations 
staff to let clients and potential clients know about 
the benefits of using their services.
Firms will also find it advantageous to develop 
proper strategic plans. Out of our strategic planning 
process, for example, emerged our "Distinctive Ser­
vice Plan," a vehicle for assuring the delivery of 
better client service and demonstrating value- 
added results.
We are concerned for our clients and about the 
delivery of quality service which governs every 
engagement. To make our service commitment 
meaningful, we ask our clients to define in their 
terms the specific standards they expect us to meet 
as their accountants and business advisers. Our Dis­
tinctive Service Plan gives clients the opportunity 
to formally communicate their expectations to us. 
This information is then used by the client service 
team members as they work with the clients. In 
addition, we invite clients to assess how we have 
met the expectations as described. Client retention 
through responsive, quality service is the mark of 
excellence for any service organization and can only 
be achieved by meeting client needs.
Client-driven changes
The type and number of services offered by CPA 
firms has already expanded dramatically. This 
trend will continue because it is a client-driven 
change. Surveys often show the respect CPAs are 
given in the business community. As a result, clients 
ask CPAs for help in such diverse areas as employee 
benefits, personal financial planning, risk manage­
ment, litigation support, corporate finance, valua­
tion services, manufacturing methodologies, infor­
mation technology, executive recruiting, and 
human resources management.
Of course, changes in the area of human resources 
management also affect CPA firms themselves. 
Today, the profession is addressing new issues such
Dates Set for AICPA National 
Small Firm Conference
The AICPA national small firm conferences are 
designed to be of broadest appeal to sole pro­
prietors and to two- to four-partner firms, 
although participants from firms of all sizes 
are invited to attend. This year, the National 
Small Firm Conference will be held on August 
28-30 at the Walt Disney World Swan Hotel in 
Orlando, Florida and on November 13-15 at 
Caesar's Palace in Las Vegas, Nevada. The same 
topics and speakers will be featured at both 
locations.
Last year, over 600 practitioners attended 
the national small firm conferences. So, mark 
the dates on your calendar, and for further 
information, contact the AICPA practice man­
agement division, (212) 575-3814.
as career managers, nonequity partners, flexible 
work hours, seasonal and part-time employees, 
maternity issues, and drug and alcohol abuse con­
cerns.
Two of the other points I mentioned briefly during 
my address were CPE requirements and the emer­
gence of a whole industry of training specialists, and 
the professions commitment to peer and quality 
review. I told the students that the CPA profession 
has always been an invigorating experience for me, 
and that solving problems and working with clients 
is most stimulating.
Those of us already in the profession must con­
tinue to maintain an environment that attracts the 
types of people we need in our firms, and allows 
those who work hard and learn from their mistakes 
to ultimately achieve their potential. We know it can 
be an enjoyable and rewarding profession. It is up to 
us to tell them. □
— by John J. Desmond, CPA, Grant Thornton, One 
Huntington Quadrangle, Melville, New York 
11747-4464
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The Essence of Marketing
CPA firms send out newsletters, hold seminars, join 
associations, advertise, make sales calls, solicit 
referrals, and engage in other innovative practice 
development activities. But for all of this, some 
firms have not really grappled with the essence of 
marketing.
Firms complain that although they have 
developed marketing programs, there is no follow- 
through. The reason for this apparent failure is that 
creating marketing programs is only a partial solu­
tion. Getting strategies to work is the larger prob­
lem—a problem that requires a management 
solution, not a marketing one. The essence of mar­
keting is management. The case studies that follow 
will each illustrate a marketing failure that can be 
traced, not to the lack of good materials or pro­
grams, but to the lack of good management.
Case study no. 1. A young partner, we’ll call Jack, 
is given a lead by the managing partner. Jack 
organizes a meeting with the prospect and decides 
to make the first call with the managing partner. 
The meeting goes well, but the prospect does not 
volunteer to change accounting firms, and neither 
Jack nor the managing partner sees an opportunity 
to ask for business at that time. They arrange for a 
follow-up meeting to be held after the prospects 
current accounting firm delivers the yearend state­
ments.
Shortly afterwards, Jack gets another lead from 
an attorney friend. But during informal talks with 
the managing partner, Jack senses that the leader is 
only interested in the first prospect. For whatever 
reason, he gives little advice and support to Jack 
concerning the second prospect. The message is 
clear: Jack’s own leads are not important. If he 
wants help, support, and favor, Jack will pay atten­
tion to the managing partner’s business deals.
This firm will have grappled with the essence of 
marketing only when the partners and key staff help 
each other bring in business. If that process does not 
start with the managing partner, it will not go far. 
Except in the largest firms, the managing partner 
should act as the chief marketing officer. Without 
such commitment, the firm is only a collection of 
individuals looking out for their own interests.
Case study no. 2. Joan, a manager in a medium­
size firm, has been given the responsibility of 
developing a merger and acquisition practice. Joan 
reports to the partner in charge of marketing. After 
one year, Joan is doing fairly well, although not as 
well as she had hoped. She has devoted 600 hours to 
the project, of which about half was billable time.
Joan complains that the firm should allocate 
more resources to mergers and acquisitions and 
that she should spend more time in that practice. 
The partner is surprised. He had never said that 
Joan could not spend more time on mergers and 
acquisitions or that she could not reduce her bill- 
able hours. There was no overt pressure on Joan to 
increase billable hours or do better at mergers and 
acquisitions. What has gone wrong?
What Joan was really asking for was support. In 
every CPA firm there is pressure for billable hours. 
Joan needed to have the partner tell her to reduce 
her billable hours. All the partners were perfectly 
willing to allow this, but their failure to be positive 
was interpreted by Joan as lack of support.
The partners should have encouraged Joan to 
spend more time on mergers and acquisitions and 
less on client work. They would have preferred that 
Joan develop the new service area without a reduc­
tion in billable hours. Their lack of encouragement 
was a management failure.
Closing a new engagement
Many accountants will never become rainmakers 
and bring in new business. They can contribute, 
however, when trained and encouraged to identify 
practice development opportunities while on 
engagements. There is usually someone in every 
firm who has the necessary closing skills to exploit 
opportunities. The key to making this system effec­
tive is to let people who identify opportunities share 
the credit and monetary reward.
Case study no. 3. Al, a partner in a CPA firm, meets 
Jim, a manufacturer of women's apparel, at a social 
event. Jim explains that the apparel business is 
becoming more automated, but his accountant of 
twenty years is nearing retirement and his firm is no 
longer responsive to the dynamics of the business.
Al is familiar with that industry and visits Jim at 
his factory to discuss how he might help. Finding 
that Al's firm has experience installing suitable 
computer systems, Jim asks whether Al would 
accept the assignment. Al responds that he would 
like his firm to be engaged to handle the manufac­
turer’s accounting, and then they could plan the 
computer project. Jim says that sounds interesting 
and agrees to meet Al again after he returns from an 
industry convention. To make a long story short, he 
never does. There is no further contact, and Al, who 
has been optimistic about obtaining a new client, 
doesn’t understand what went wrong.
To an objective third party, the problem is 
obvious. Al should have been more sensitive. Jim is 
unlikely to terminate a twenty-year relationship 
after one meeting with a new firm. Had he made a 
good presentation, Al probably would have landed 
the computer assignment. He was too anxious to 
(continued on page 7)
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AICPA Client Newsletters Continue 
Wide Distribution
After nearly fifteen years, the monthly CPA 
Client Bulletin retains its position as the 
most widely distributed publication of its 
kind. Second largest distribution is claimed 
by its sister publication, the CPA Client Tax 
Letter. Together, the two AICPA newsletters 
keep over 11,000 practice units in touch with 
more than 1.2 million of their clients.
Since 1988, the quarterly CPA Client Tax 
Letter, with its concentration just on tax top­
ics, has experienced phenomenal growth. It 
has probably attracted some subscribers 
from the more widely ranging CPA Client 
Bulletin. Nevertheless, combined circula­
tion of the two letters has now climbed well 
above the distribution enjoyed by the Bul­
letin when it had the field virtually to itself.
There has been little decline in interest 
despite the recession. In times like these, sub­
scribers find the tax tips and other money­
saving suggestions more useful than ever.
Subscribers (limited to AICPA members) 
to the CPA Client Bulletin tend to be small to 
medium-size firms with practices that 
include auditing and accounting as well as 
tax engagements. CPA Client Tax Letter sub­
scribers, on the other hand, usually have a 
preponderance of tax clients. A few firms 
subscribe to both newsletters and send cop­
ies of each to the clients they think are most 
likely to be interested.
As well as its own review procedures, the 
Institute engages two CPAs who are not on 
its staff to review the contents of each issue 
for accuracy and appropriateness. Occa­
sionally, unknown local or regional phe­
nomena, such as the ban in Texas on using 
one’s home as collateral for a loan, can result 
in an items being inappropriate for readers 
in that section of the country. This suggests 
that the most effective client newsletters 
will always be those that firms produce 
themselves for their own clients.
To help firms prepare their own newslet­
ters, the CPA Client Bulletin is available in a 
proof-copy version. This makes it par­
ticularly suitable for cutting and pasting to 
supplement material turned out by a firm’s 
own personnel.
Samples of both newsletters, with prices 
for all variations, including the imprinting 
of firm names on each copy, may be obtained 
by contacting the customer service depart­
ment at the Institute, tel. (212) 575-6428.
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Writing Successful Audit Proposals
The competition for audit clients intensified during 
the last decade. More aggressive marketing of audit 
services and depressed economic conditions proba­
bly contributed to less client loyalty and a greater 
willingness to switch auditors. In addition, increas­
ing numbers of prospective audit clients are solicit­
ing formal proposals prior to selecting an audit 
firm. Even present clients sometimes ask for a for­
mal proposal and seek competing bids.
Obtaining new clients is critical to the growth and 
success of every audit practice, and firms are look­
ing for ways to ensure the success of their bids for 
audit engagements. While we realize that personal 
relationships and communication play a significant 
part in the selection of an auditor, we find that a 
well-written audit proposal is also an important 
factor. Our research has identified six specific ele­
ments that should be considered as you write an 
audit proposal. Following are descriptions of each 
element and explanations of how they can be used to 
improve the proposal’s effectiveness.
Understanding the prospective clients needs
First and foremost, make yourself aware of the pro­
spective client’s needs. Meet the individual(s) 
responsible for auditor selection. If a formal request 
for proposals exists, read it in detail. Follow up by 
requesting a meeting with the auditor selectors to 
clarify any questions regarding the proposal.
Each client has specific reasons for requesting an 
audit, and a thorough understanding of the pros­
pect’s needs will be an important asset as you draft 
the audit proposal. Even the clearest written 
request may leave questions unanswered. The pro­
fession has given much attention to the “expectation 
gap" in recent years. We should have learned that a 
client’s notion of what a particular service will pro­
vide is likely to differ considerably from our under­
standing of the same service. Even though only an 
audit was mentioned, the expectation may be that 
various other services were to be included.
Enquire about the reasons for the audit. Knowing 
that the prospective client is planning to register 
securities with the SEC, for example, is critical 
information that can change the character, as well 
as the fee structure, of the examination. Similarly, if 
the prospect was involved in various federal grant 
programs, significant compliance auditing and 
reporting may need to be included in the engage­
ment. Understanding the reasons for an audit and 
their importance to the prospective client before 
you write the proposal may give you the edge you 
need to secure the engagement.
Your discussions may provide an excellent oppor­
tunity to seek an expanded engagement. You may 
find, for example, that the prospect has definite 
needs for other services. On the other hand, you may 
decide that compilation and review services are 
more appropriate than a full audit. This should be 
conveyed to the other party, too.
The value of personal contacts in the prospective 
client firm should not be underestimated. Discuss-
PCPS Conference Reminder
The private companies practice section (PCPS) 
of the AICPA division for CPA firms will hold its 
thirteenth annual gathering for local firm 
partners on May 5-8 at the Stouffer Esmeralda 
Resort in Palm Springs, California.
Combining a “Spring break” with valuable 
learning, the program focuses on how you can 
serve your clients more effectively and run 
your practice more profitably. Client service 
sessions include how to use ESOPS to advan­
tage; the relative advantage of C corporations, 
S corporations, and partnerships; and merger 
and acquisition assistance. Other sessions 
focus on business valuations, estate planning, 
bankruptcy work, and automation consulting.
Self-help sessions include partner evalua­
tion and compensation, managing personnel 
without being sued, the CPA’s own retirement 
planning, and using the new voluntary tax 
practice review. A “Crackerbarrel Forum" 
offers roundtable discussions patterned after 
the successful PCPS TEAM and SET con­
ferences.
Technical sessions deal with advanced real 
estate accounting, not-for-profits, and other 
audit and accounting topics. Computer 
experts using IBM-provided PCs offer eight 
hands-on and three classroom sessions, includ­
ing two on Windows.
The California Society of CPAs offers, for a 
separate registration fee, three post-con­
ference courses on preparing for and con­
ducting practice monitoring reviews.
In keeping with its Spring break traditions, 
the conference features a full social and sports 
calendar including a Mexican fiesta, Hawaiian 
luau, golf (with a special $10,000 hole-in-one 
prize) and tennis tournaments, and several sce­
nic tours.
The registration fee is $475 (up to 22 credit­
hours of partner-level CPE); $90 for a spouse or 
guest. Special airline fares are available. To 
register, contact the AICPA meetings depart­
ment, tel. (212) 575-6451.
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ing the engagement with these contacts will help 
you to better assess specific needs, and allow you to 
introduce new information as it develops or rein­
force information already contained in the pro­
posal. Showing interest at this stage, demonstrates 
your commitment to the engagement and a 
willingness to be responsive to clients' concerns.
Showing a genuine concern for 
the prospective client
Write to the auditor selectors and mention the 
names of your contacts at the prospective client 
firm. Use personal pronouns where appropriate, 
and state clearly and concisely what you will do for 
the prospective client. Give the selectors as many 
reasons as possible for hiring your firm. Emphasize 
the direct benefits that will be derived from the 
services you intend to perform.
Avoid the temptation to throw together one all­
purpose proposal. It is not uncommon to see pro­
posals which were originally written for clients in 
one industry, and then were hastily adapted and 
sent to prospective clients in other industries. Such 
proposals tend to be impersonal and to emphasize 
points that are of little concern to the target client.
This does not mean you cannot make good use of 
existing proposals when writing new ones. You can, 
but you should make sure that all officers names 
and titles and all references to the prospective cli­
ent's business are accurate and correctly spelled. 
You can use the search features on word processing 
software packages to locate and change all refer­
ences to previous clients or prospects. As well as 
carefully reading the proposal yourself, have one of 
your peers proofread it to identify any embarrass­
ing errors you might have missed.
CPA EXAM 
GRADERS NEEDED
The AICPA’s Examinations Division is seeking CPAs and 
JDs to assist in grading future Uniform CPA Examinations.
The exam is given twice a year, in May and November. The 
grading period begins two to three weeks after the exam 
is given and continues for about six weeks. Graders must 
provide a minimum of three seven-hour days each week, 
excluding Sundays. All grading is done at the AICPA's 
office in New York City.
For additional information and 
an application, write to:
AICPA
Examinations Division
1211 Avenue of the Americas 
New York, NY 10036
Offering a unique service
As you prepare your proposal, look for ways to 
emphasize the unique, positive aspects that dif­
ferentiate your services from other firms’. Begin by 
listing particular strengths and work these com­
ments into the proposal where appropriate.
As an example, a particular strength might be 
your ability to meet all promised deadlines. Assum­
ing that timely service is critical to the prospective 
client, you should draw attention to your ability. 
This could be done with a statement such as: “We 
understand the importance of delivering audit opin­
ions on time. Over the past three years, all of our 
audit opinions have been delivered to our clients on 
or before the agreed upon date."
It is common practice at many firms to offer addi­
tional services to an audit client at no extra charge. 
If such services are to be offered, they should be 
included in the audit proposal. First, evaluate the 
importance of each service to the prospective client. 
Then, highlight those which are significant in a 
prominent place on the proposal. If additional ser­
vices are offered for a separate fee, make this known, 
too, perhaps in a separate section appended to the 
proposal. Keep in mind that a prospective client 
may not think to ask whether you could provide 
other types of services prior to calling another firm.
We have identified experience as being important 
in auditor selection. Make sure your proposal con­
tains information regarding your audit team’s expe­
rience with clients in the same industry and with 
clients who have similar needs and problems.
If you do nothing to differentiate your services, 
only price will remain to become the deciding fac­
tor. If you would like to avoid a price war with your 
competitors, we strongly suggest focusing the pro­
posal on the advantages of your unique services.
Realistic pricing of the engagement
Ideally, your bid would be competitive but not nec­
essarily the lowest one submitted. Simply stated, 
the bid should be realistic, allowing for both a fair 
profit for the audit firm and sufficient work to be 
performed to satisfy professional standards.
Sometimes, unintended messages are sent with 
the proposed audit fee. A fee that is significantly 
lower than others submitted, may be interpreted as 
a signal of low-quality work, lack of experience, or 
sheer desperation. One that is much higher may 
suggest the engagement is really not wanted.
Our research convinces us that price is not the 
most significant variable in predicting which firm 
will be successful in obtaining an audit engage­
ment. For example, our examination of eighty audit 
proposals from thirty different audit engagements 
indicated that the experience and reputation of the 
Practicing CPA, April 1991
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audit firm and the overall quality of the proposal 
were better predictors of a successful bid than the 
relative size of the fee. Of the fifty unsuccessful bids 
in our sample, twenty-five offered a lower audit fee 
than the successful proposal.
Using effective communication skills
The audit proposal will be the first product many 
prospective clients see that allows them to make 
judgments. If this first impression is marred with 
stains and wrinkles, is late in arriving, or is 
incomplete or hard to understand, it may cost you 
the engagement.
Communication is hampered when your audience 
does not understand the words you use. While it is 
often best to use the simplest words possible, the 
typical reader of an audit proposal will be a reason­
ably well-educated individual. For such a person, 
the correct terms will improve the clarity of the 
communication.
Generally, short sentences and phrases make the 
message easier to understand. A sentence should 
normally contain one thought or idea. If you notice 
several conjunctions or commas in one sentence, 
you may be stringing several thoughts or ideas 
together. Try to rewrite the sentence as one or two 
shorter ones. A good test is to read aloud what you 
have written. If it is difficult to say, it is probably an 
awkward sentence that should be rewritten.
Sentences should be organized into paragraphs 
dealing with one particular point. When the discus­
sion leads to another subject, you should begin a 
new paragraph. Avoid the frequent use of one-sen­
tence paragraphs. Most subjects worthy of discus­
sion will contain more than just one simple thought. 
On the other hand, don’t make paragraphs so long 
that the message is obscured.
Presenting a well-organized proposal
No matter how well prepared you are, if the pro­
spective client cannot find the important informa­
tion easily in your proposal, you may still lose the 
engagement. While client needs and personal pref­
erences help determine the order in which various 
topics are presented, the following format is suita­
ble in most situations:
1. Cover letter
2. Table of contents
3. Services to be performed
4. Experience of firm
5. Audit professionals
6. Audit fees
7. Advantages of retaining your firm
8. Appendices or attachments
a. Additional services available
b. Resumes of audit team members
c. Additional information about your firm
Binding audit proposals makes them look more 
professional and keeps the pages together. In addi­
tion, the covers may be customized for your firm.
Conclusion
These suggestions for writing successful audit pro­
posals work in practice. The process of preparing 
one takes time, however. Begin as early as possible 
to gather the needed information, and allow suffi­
cient time for writing and proofreading the copy. 
Procrastination is usually the greatest deterrent to 
writing a successful audit proposal. □
—by Stanley Earl Jenne, Ph.D., CPA, Department of 
Accounting, College of Business, Illinois State Univer­
sity, 435 Stevenson Hall, Normal, Illinois 61761-6901, 
and H. Lon Addams, Ed.D., Department of Business 
Administration, School of Business and Economics, 
Weber State University, Ogden, Utah 84408-3802
The Essence of Marketing (continued from page 3)
obtain the entire account, however, and the prospect 
was not ready.
Again, the problem in this situation is with man­
agement. Al, who has never shown ability at closing 
deals, should not have been allowed to visit Jim 
unaccompanied by someone who has demonstrated 
that skill.
For a CPA firm, selling is primarily a process in 
which you identify a prospects service needs and 
demonstrate your capability to provide the service. 
Nearly everyone can spot apparent opportunities 
and bring these to the attention of firm members 
who have the skills to determine needs and close the 
sale. Only then should accountants whose expertise 
is solely in technical areas be brought into the pro­
cess. They can be spared the pain of having to ask for 
business.
Marketing tools
Business newsletters, seminars, advertising, direct 
mail, and other promotional efforts will be effective 
only if they are supported with personal contacts, 
and only if management exercises adequate control 
over the marketing function. Let’s look at another 
example of management failure.
Case study no. 4. In response to an article in the 
CPA firm’s newsletter, Martha, an audit partner, 
receives a referral from a banker who is concerned 
about the advice one of his customers is receiving 
from his current CPA firm. Based on the tenor of the 
newsletter article, the banker believes Martha and 
her partners are conservative and have a stabilizing
Practicing CPA, April 1991
8 Practicing CPA, April 1991
influence on their clients. The prospect calls Martha 
on the bankers recommendation, and Martha 
immediately goes to see him. But despite the strong 
recommendation, the prospect chooses another CPA 
firm.
The mistake is obvious. Martha did not take time 
to research information about the prospect before 
her visit. Had she done so, and had she been so 
instructed, she would have been accompanied by 
someone with suitable attributes and skills.
Martha would not be allowed to supervise an 
audit if she did not have the requisite knowledge and 
experience. Sales assignments should be no dif­
ferent. Management should monitor practice 
development activities and determine which mem­
bers of the firm are best suited to participate in 
various assignments.
Patience, perseverance, and conviction
Don’t expect immediate results from marketing 
efforts. It won’t happen that way. Not every contact 
will result in a favorable response for one thing, so 
don’t give up if your first effort is not successful. If 
you believe you have something of value to sell, keep 
trying. Marketing takes patience, perseverance, and 
conviction.
Today, the marketplace puts a high value on sales­
manship. Most CPAs realize that without practice 
development efforts, their chargeable hours will 
decline. They will not be motivated to develop new 
business, however, unless their efforts are rewarded.
We constantly hear of incentive systems that don’t 
work. Commissions are offered for new business, 
but the firm pays out very little. Heavy hitters will 
bring in business with or without specific incen­
tives. If they are successful, they will be rewarded 
through regular compensation methods, an offer of 
partnership, or both. Others don’t bring in business 
because they can’t. No amount of incentives will 
change that. But, suppose incentives were paid for 
identifying opportunites, regardless of who closed 
the assignment. And, suppose people were trained 
or coached in how to identify opportunities. We 
think that type of system would have a much better 
chance of working. Again, this is a management 
issue, not a marketing one.
These efforts must be part of an overall marketing 
plan that is championed by the managing partner 
and the management team. Everyone needs help in 
setting and reaching individual and firm goals, and 
senior members of the firm must stay involved, pro­
vide coaching for the less experienced, and make 
sure the support system is maintained. As we have 
shown, many failures in marketing are in reality 
management failures. With guidance, most people 
can be effective. The essence of marketing, then, is 
effective management. □
—by Joel Shiffrin, PENCOR LTD., 640 N. LaSalle St., 
Suite 555, Chicago, Illinois 60610, tel. (312) 794-1122
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